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ABSTRAKSI

Penelitian ini bertujuan untuk mengetahui pengaruh Price Discount, Product
Design, dan Money Availability terhadap Impulse Buying. Populasi pada penelitian
ini adalah Gen Z yang melakukan pembelian secara tidak terencana untuk produk
skincare Glad2Glow yang ada di Kebumen yang jumlahnya tidak diketahui secara
pasti sehingga dalam menentukan sampel menggunakan rumus Lemeshow,
ditentukan bahwa jumlah sampel sebanyak 100 responden. Penentuan sampel
menggunakan metode non probability sampling dengan pendekatan purposive
sampling. Penelitian ini menggunakan pendekatan kuantitatif dan mengumpulkan
data melalui kuesioner melalui media Google Form. Analisis yang digunakan
adalah uji validitas, uji reliabilitas, uji asumsi klasik, analisis regresi linear
berganda, uji t, uji F, dan koefisien determinasi. Data hasil kuesioner dianalisa
menggunakan software SPSS versi 26 for Windows. Hasil penelitian menunjukkan
bahwa secara parsial (uji t), variabel Price Discount berpengaruh signifikan
terhadap Impulse Buying, variabel Product Design berpengaruh signifikan terhadap
Impulse Buying dan variabel Money Availability berpengaruh signifikan terhadap
Impulse Buying. Hasil uji F menunjukkan bahwa variabel Price Discount, Product
Design, dan Money Availability berpengaruh secara simultan dan signifikan
terhadap Impulse Buying. Hasil koefisien determinasi pada penelitian ini yaitu
sebesar 0,624 yang artinya semua variabel independen pada penelitian ini memiliki
pengaruh sebesar 62,4% terhadap variabel dependen yang selebihnya dipengaruhi
oleh variabel lain yang tidak disebutkan dalam penelitian ini

Kata Kunci: Price Discount, Product Design, Money Availability dan Impulse
Buying
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ABSTRACT

This research aims to examine the influence of Price Discount, Product
Design, and Money Availability on Impulse Buying. The study population consists
of Gen Z in Kebumen who make unplanned purchases of Glad2Glow skincare
products, with the exact number of individuals unknown. Therefore, to determine
the sample size, the Lemeshow formula was applied, resulting in a total of 100
respondents. The sampling technique employed was non-probability sampling with
a purposive sampling approach. A quantitative research method was applied, with
data collected through a questionnaire distributed via Google Forms. The analyses
conducted include validity test, reliability test, classical assumption test, multiple
linear regression analysis, t-test, F-test, and coefficient of determination. All
analyses were carried out using SPSS version 26 for Windows. The findings reveal
that, partially (t-test), Price Discount significantly affects Impulse Buying, Product
Design significantly affects Impulse Buying, and Money Availability also
significantly affects Impulse Buying. Simultaneously (F-test), these three variables
exert a significant effect on Impulse Buying. The coefficient of determination (R?)
is 0.624, indicating that the independent variables collectively explain 62.4% of the
variation in Impulse Buying, while the remaining percentage is influenced by
other..

Keywords: Price Discount, Product Design, Money Availability, and Impulse
Buying
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